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Abstract 
Advertising messages stimulate the potential customers’ desires and train positive associations about the promoted product or 
company. The consumer’s behavior has become a complex variable, and it is analyzed as a factor which influences the dynamics 
of the market and even its fluctuations. 
The current study aims to investigate the personality factors that interrelate with the manipulation of advertising, the personality 
factors that are involved in people’s resistance or lack of resistance to the manipulation of advertising, as well as to obtain a 
modal profile of personality for those who can be manipulated through advertising and for those who cannot. 
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1. Introduction 
Numerous theories about manipulation through advertising are shown by Larson (2003): the narrative theory by 
Fisher (1987), the generic theory by Ware & Linkugal (1973), the theory of changing attitudes in a single shot by 
Hovland, Janis & Kelley (1953), the theory of social habbit by Bandura (1977), the theory of equilibrium by Heider 
(1946, 1958) and Newcomb (1953), the theory of social judgement by Sherif & Sherif (1965, 1967), the theory of 
the plausibility of elaboration by Petty & Cacioppo (1986), the theory of technological determinism by McLuhan 
(1964), the theory of use and gratification by Katz, Blumler & Gurevitch (1974), etc. All these theories explain that 
the strategies and the techniques of manipulation aim to obtain the control over the behavior, thoughts and feelings 
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of people, in a certain social situation and along a certain period of time, in order to obtain some substantial 
advantages for the manipulators and in the detriment of those controlled. Advertising persuasion is based on the 
fundamental needs of people (the need for food, for shelter, for information, for integration in a social group). The 
individual becomes anonymous and therefore more docile and more willing to submit to the rules that authorities 
impose, no matter the way those rules are perceived. The more the individual is preoccupied not to be perceived as 
uneducated, boring or dull, the easier he can be manipulated by those who intentionally induce such concerns in 
order to distract him from his natural thoughts. 
Ficeac (1998) shows a number of studies by professor Philip Zimbardo and Susan Anderson to discover some 
methods through which we can identify the moments when we are subjected to manipulation: identifying the 
discontinuities (discover lies hidden beneath an apparent normality); observing the apparent normality (use a 
minumum critical sense to reveal the false identity of the manipulator); observing the false similarities
(circumspection regarding people that try to become our friends by sharing our same thoughts, ideals, fears); 
identifying the apparent competence (analysing someone’s real credibility, competence, trust and self-confidence 
and refusing to say the answers that they expect from us); identifying the cognitive confusion (ask questions when we 
belive that an explanation is unclear or vague, that the messages we receive are rhetorical and inconsistent); 
observing the emotional confusion (not to show our vulnerabilities to strangers because manipulators try to exploit 
the most hidden desires and fears of an individual); playing “choice” (marketing strategies try to convince 
customers to be devoted to a certain brand. Merchants try to determine people to buy a product and to convince them 
that they made the best choice. A stable connection between buyer and brand is being raised. To avoid this kind of 
manipulation, we need to also take into consideration  the options that we are not told of, or we simply need to adopt 
an opposite position and observe the reaction). 
Advertising has become a part of our daily life and therefore this research is useful because it informs the readers 
about those personality factors that can expose them to the manipulation of advertising and it also informs marketing 
employees about those personality factors that they can use when choosing the target population for the promotion 
of goods and services. 
2. Methodology 
1. Objectives and hypotheses 
The objectives that we set and constantly tried to achieve are: 
Identifying the personality factors that interrelate with the manipulation of advertising; 
Establishing the level of influence of these factors over the resistance to the manipulation of advertising; 
Obtaining a modal profile of personality for people who can be manipulated through advertising and for those 
who cannot.  
To achieve these objectives we developed the hypothesis that some personality factors predispose people to the 
manipulation of advertising. These factors were chosen based on the research available so far on the subject. The 
factors are: dominance, sociability, aggressiveness, inhibition, depression, excitability, calmness, openness, 
extraversion, emotional lability, feminity-masculinity, capacity of status, social presence, wellbeing, responsibility, 
self control, tolerance, achievement via conformity, flexibility, intelectual efficiency, empathy, social desirability, 
submission and emotional intelligence. We issued 24 hypotheses, one for each factor. The hypotheses appear in this 
form: “Dominance correlates significantly with the level of resistance to the manipulation of advertising”. 
2. Techniques and statistical methods 
We used four questionnaires: California Personality Inventory (CPI 260) by Harrison G. Gough, Freiburger 
Personlichkeitsinventar (FPI-G) by Jochen Fahrenberg, Herbert Selg & Rainer Hampel, the Emotional Intelligence 
Questionnaire by Mihaela Roco (2001) and the Questionnaire for Measuring the Resistance to the Manipulation 
(QMRM) by Claudia Dobrescu (2010).  
The statistical work was conducted in SPSS 15. Depending on the nature of the data we collected and the 
objectives of this study, we used the following statistical methods: Pearson Coefficient to identify the personality 
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factors that can cause the resistance or lack of resistance to the manipulation of advertising and Levene’s Test for 
Equality of Variances (T-Test for Equality of Means) to compare the data and identify significant differences, in 
order to establish the level of influence of these factors over the resistance to the manipulation of advertising. 
3. Descriptive statistics and psychological interpretation of data 
The study was conducted in 2 phases, using a complex experimental design. The first phase of the experiment 
included a sample of 100 people (54 male and 46 female), of age between 18 and 74 years old, residents of the city 
of Constanta. In this phase we used a between-subjects design described by Martin (2004) as experimental designs 
with independent groups, each subject going through an experimental condition only once.  
For identifying the personality factors that interrelate with the manipulation of advertising (objective 1), we 
correlated the results of the QMRM (mean=60.18, standard deviation=10.24) with the results of CPI-260 and FPI-G. 
Due to the normal distribution of scores at QMRM (Skewness = .461; Kurtosis = .649), we used Pearson Coefficient 
in the statistical work.  
From 24 factors that we initially considered, only 9 personality factors correlate significantly with the resistance 
to the manipulation of advertising. These factors are: Dominance (p sig. = .001), Aggressiveness (p sig. = .001), Self 
control (p sig. = .005), Empathy (p sig. = .006), Depression (p sig. = .024), Openness (p sig. = .016), Emotional 
Lability (p sig. = .012), Responsibility (p sig. = .018) and Emotional Intelligence (p sig. = .031).  
The second objective of the study aims to discover to what extent higher or lower scores to each of the 9 factors 
determine a higher or lower level of resistance to the manipulation of advertising.  
The second phase of the research uses a within subject’s experimental design (Kantowitz et al., 2005; Graziano & 
Raulin, 2000), which is described by AniĠei (2007) as a basic experimental design, with a single independent 
variable. We used resistance to the manipulation of advertising as a within subject variable. We have selected 2 
radicalized groups of 30 individuals each, using as a criterion the scores people obtained at QMRM. The groups 
were equalized based on the following criteria: gender and age.  
We developed a new set of hypotheses, based on the results obtained in the first phase: 
1. A high level of dominance (FPI 7) predisposes people to be manipulated through advertising; 
2. A high level of aggressiveness (FPI 2) predisposes people to be manipulated through advertising; 
3. A high level of depression (FPI 3) predisposes people to be manipulated through advertising; 
4. A high level of openness (FPI 9) predisposes people to be manipulated through advertising; 
5. A high level of emotional lability (FPI N) predisposes people to be manipulated through advertising; 
6. A high level of empathy (CPI Em) predisposes people to be manipulated through advertising; 
7. A high level of emotional intelligence predisposes people to be manipulated through advertising; 
8. A low level of responsibility (CPI Re) predisposes people to be manipulated through advertising; 
9. A low level of self-control (CPI Sc) predisposes people to be manipulated through advertising. 
We named Group 1 the individuals with low resistance to manipulation, and Group 2 the individuals with high 
resistance to manipulation of advertising. Due to the normal distribution of scores at QMRM we used and Levene’s 
Test for Equality of Variances (T-Test for Equality of Means) to compare the data and identify significant 
differences, in order to establish the level of influence of these factors over the resistance to the manipulation of 
advertising. Table 1 illustrates the results: 
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Table 1. Summary table of Levene’s Test for Equality of Variances (T-Test for Equality of Means) 
Scale Group N Mean Std dev SEM Group N Mean Std dev SEM T-test Sig. (2-tailed) 
FPI 7 2 30 4.67 3.198 .584 1 30 6.97 5.000 .913 .038 
FPI 2 2 30 3.33 2.040 .372 1 30 6.67 4.581 .836 .001 
FPI 3 2 30 9.63 6.795 1.241 1 30 13.33 4.715 .861 .018 
FPI 9 2 30 5.63 2.965 .541 1 30 7.67 3.241 .592 .014 
FPI N 2 30 8.03 5.372 .981 1 30 10.70 4.684 .855 .045 
CPI Re 2 30 15.27 2.559 .467 1 30 12.90 3.497 .639 .004 
CPI Sc 2 30 16.77 4.725 .863 1 30 14.17 4.728 .863 .037 
CPI Em 2 30 11.47 2.874 .525 1 30 13.37 2.646 .483 .010 
Em. Int. 2 30 74 19.182 3.502 1 30 89.33 30.040 6.763 .049 
The differences between means are significant, as it is shown by T-Test column in the table above. 
Hypothesis 1: Dominant people know to impose their own point of view, they are aggressive, they have verbal 
fluency, they tend to face reality even if it is unpleasant, but they are conformists because dominant people tend to 
act  the  way they think  the  group expects  of  them.  They usually  are  leaders.  Zlate  (2004)  considers  that  the  leader  
represents the embodiment of the rules, goals and visions of the group. Leaders comply more because they must 
give an example to group members. Constantly reaffirming the special qualities of the products and the advantages 
of using them may be a good way to convince a dominant individual to buy. For example, the commercial for 
“Denim”, producer of cosmetics for men, uses the slogan “Denim – for strong men”, or “Denim – for men that don’t 
need to ask”. The need for the feeling of power is described by Packard (1964, apud Larson, 2003) as one of the 
basic premises of persuasion in advertising. Furthermore, subjects with below average dominance scores are 
described by Minulescu (2007) as flexible, understanding, tactful, adaptable, satisfied with what they own. They try 
to avoid situations of crisis and decisions. 
Hypothesis 2: Aggressive people like adventure. Some commercials use slogans that really are invitations to 
these kind of situations that stimulate curiosity and the spirit of adventure. For example, in 2008, Coca Cola 
launches a promotion called “The adventure begins”, offering 100 laptops as a prize. Aggressiveness can be also 
caused by the desire of the individual to feel superior. In this case, aggressiveness correlates with dominance.  
Recent research published by Du Plessis (2008)  show that “persuasion is a valid measure and it does reflect to 
some degree what impact a commercial might have, if it were recalled at the time of purchase decision. (…) Our 
view is that the persuasion model of how advertising works is mainly relevant to direct response-type advertising, 
and some launch or relaunch advertising. Here the strategy is to communicate relevant news, not to lay down a long-
term memory, and an immediate short-term effect is hoped for”. Aggressive people are impulsive, take chances, act 
impetuously, take action without thinking about advantages and disadvantages. 
Hypothesis 3: High scores of depression are associated with indisposition, fluctuation of mood, pessimism, 
isolation, distrust in others, exhaustion, reduced power of concentration, etc. The inferiority complexes, the feelings 
of guilt, the general dissatisfaction state may be used by manipulators to make these people buy their products. The 
need for emotional security is indicated by Packard as another one of the premises of persuasion in advertising 
(Larson, 2003). Depressed people suffer, among others, from lack of recognition of other people. To counteract this 
feeling, their attitude may suffer changes by imitation of others. Furthermore, Ciladini (2004) argues that when 
people are uncertain, they follow the principle of social proof, using other people’s actions in order to decide how 
they should  act.  This  is  why commercials  use  ordinary  people  to  praise  products  such as  toothpaste,  deodorant  or  
cool drinks. 
Hypothesis 4: High scores at the Openess scale describe sincere and loyal people, with informal behavior. They 
are detached, genuine, willing to make new attempts. They may be tempted to discover the product/brand they like 
by trial and error.  
Hypothesis 5: High scores at emotional lability predispose people to be manipulated by advertising because they 
are too busy to worry about their own thoughts or feelings and they don’t pay much attention to the arguments that 
are presented. Furthermore, these people suffer from feelings of guilt. There are commercials that use this feeling in 
making someone buy a product (for example, commercials on drugs show a mother worried that her baby is ill and 
she doesn’t have the cure. So she runs in the middle of the night to buy the medicine). 
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Hypothesis 6: High empathy scores describe a person that is inventive, ingenious, inconstant, changing, unusual, 
excitable. The individual is exalted, cheerful, focused on new things and experimentation, spontaneous and all of 
this makes him a perfect target for manipulation. 
Hypothesis 7: High scores of emotional intelligence describe people that are assertive, honest, sociable, with 
respect for self and for others. We can find an example of commercial slogan appropriate for convincing these 
people to try a product at Yahoo! Mail (2010) – “Be a better best friend”. 
Hypothesis 8: A low score of responsibility describes people without civic sense, respect for themselves or the 
others. They can be manipulated because they are rebel consumers, of messy nature, narcissistic, self-centered and 
impulsive. Another explanation is that a low level of responsibility may also implies high obedience. Boncu (2002) 
describes obedient people as people that always consider the opinion of the source that has legal authority. This idea 
is also sustained by Cialdini (2004). Obedience is born from religion, from our parents advices, from stories and 
poems we learn in childhood, and from everything that we invest with autority as adults: social status, clothes, 
accessories, etc. 
Hypothesis 9: Low self-control scores describe a person that is self-centered, individualistic and selfish. This 
scale correlates with dominance. 
3. Conclusions  
Based on our research we are able to state that the 9 personality factors above have a major influence in the 
resistance/ lack of resistance to the manipulation of advertising: low values of Dominance, Aggressiveness, 
Depression, Openness, Emotional Lability, Empathy and Emotional Intelligence and high values of Self Control and 
Responsibility. In different moments of our life, we all are the target of advertising. It is recommended to realize the 
diversity of commercial types and their mechanisms of persuasion, and thus to be able to decide whether to buy a 
product or not. Advertising discusses the personality, the motivation, the aspirations, the social models of the subject 
and helps create someone’s lifestyle. But in the same time, people should be aware about those personality factors 
that can expose them to the manipulation of advertising and choose consciously the direction of their behavior. 
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